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scribed. The naturalistic inquiry approach driving the insights in 
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how ads are processed. An argument backs its claims with appeals 
to objectivity and is processed evaluatively. A drama appeals 
more to subjective criteria and is processed empathically. A study 
is reported in which 40 television commercials were classified on 
a dramatization scale. They were shown to 1,215 people, and 
measures of evaluative and emphathic processing were taken. 
The measures were found to be weighted differently for argu- 
ments and dramas, supporting the contention that form influ- 
ences processing. 
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Confirmatory multidimensional scaling (CMDS) is presented as 
a spatial technique for structural modeling based on ordinal as- 
sumptions, and as an alternative to metric techniques such as 
LISREL. The article links both techniques to the multitrait-mul- 
timethod matrix and presents a system for deriving measures of 
symmetric construct relationships, measurement error, and 
goodness of fit. Examples show that CMDS and LISREL often 
give comparable results, but that LISREL is sensitive to the mag- 
nitude of correlations whereas CMDS is sensitive only to their 
order. The trade-offs involved in assumptions, results, and inter- 
pretations with these methods are highlighted in the conclusion. 
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106-112. 


Examination of the properties of component scores in the pres- 
ence of group structure shows that the first few components ex- 
tracted, typically viewed as most informative regarding total vari- 
ance, do not necessarily contain the most information across 
group differences. A method for identifying informative compo- 
nents that account for across group differences is presented and 
illustrated. 
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FABER, Ronald J. see O’Guinn, Thomas C. (September 


1989) 


FAZIO, Russell H., Martha C. POWELL, and Carol J. 


WILLIAMS (1989), The Role of Attitude Accessi- 
bility in the Attitude-to-Behavior Process (Decem- 
ber), 280-288. 


Attitudes toward a number of products and the accessibility of 
those attitudes as indicated by the latency of response to an attitu- 
dinal inquiry were assessed. Subjects with highly accessible atti- 
tudes toward a given product displayed greater attitude-behavior 
correspondence than did those with relatively less accessible atti- 
tudes. Furthermore, subjects with less accessible attitudes dis- 
played more sensitivity to the salience afforded a product by its 
position in the front row, as opposed to the back row, than did 
subjects with more accessible attitudes. The implications of these 
data for a model of the process by which attitudes guide behavior 
are discussed. 


FORD, Gary T., Darlene B. SMITH, and John L. 


SWASY (1990), Consumer Skepticism of Advertis- 
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ing Claims: Testing Hypotheses fron. Economics of 
Information (March), 433-441. 


Propositions regarding consumers’ differential skepticism for 
search, experience, and credence claims are tested in an experi- 
ment using adult consumers. The results provide clear support 
for Nelson’s (1970) hypotheses that consumers are more skeptical 
of experience than search attribute claims and more skeptical of 
subjective than of objective claims. No support is found, how- 
ever, for the Darby and Karni (1973) hypothesis that consumers 
will be more skeptical of credence than of experience attribute 
claims or for the hypothesis that consumers will not be less skepti- 
cal of experience claims for low-priced goods. 


FORNELL, Claes see Denison, Daniel R. (March 1990) 
FREDERICK, Donald G. see Dillon, William R. et al. 
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HA, Young-Won and Stephen J. HOCH (1989), Ambi- 


guity, Processing Strategy, and Advertising-Evi- 
dence Interactions (December), 354-360. 


Although advertising persuades through overt appeals to reason 
or emotion, we focus on the indirect process by which advertising 
influences the interpretation of objective product evidence. We 
investigate how two factors moderate advertising-evidence inter- 
actions: the ambiguity of the evidence and consumer information 
processing strategies. We provide a theoretical account of ambi- 
guity, identifying structural characteristics that render evidence 
about product quality open to either one or multiple interpre- 
tations. In our first experiment, the ambiguity of a decision envi- 
ronment played a key role in determining the effect of advertising 
on product quality perception. In our second experiment, differ- 
ent information processing strategies influenced advertising’s 
effects on interpretaticn of the evidence. 


HAUSER, John R. and Birger WERNERFELT (1990), 


An Evaluation Cost Model of Consideration Sets 
(March), 393-408. 


If utility (net of price) varies by consumption occasion, the con- 
sideration set of a rational consumer will represent trade-offs be- 
tween decision costs and the incremental beuefits of choosing 
from a larger set of brands. If evaluating a brand decreases biases 
and uncertainty in perceived utility, the decision to evaluate a 
brand for inclusion in a consideration set is different from the 
decision to consider an evaluated brand. The decision to con- 
sume is, in turn, different from the decision to consider. This arti- 
cle provides analytical expressions for these decision criteria and 
presents four aggregate implications of the model: (1) distribu- 
tions of consideration set sizes, (2) order-of-entry penalties, (3) 
dynamic advertising response, and (4) competitive promotion in- 
tensity. 


HERR, Paul M. (1989), Priming Price: Prior Knowledge 


and Context Effects (June), 67-75. 


Category priming has recently stirred the interest of judgment 
researchers. By unobtrusively presenting exemplars of a category, 
that category becomes temporarily more accessible from mem- 
ory and more likely to be used subsequently in processing new 
information. This research extends work in cognitive and social 
psychology to consumer judgments. The two studies presented 
here examine conditions under which cognitive categories of 
price may be primed and the resulting effects on product judg- 
ment. The results also suggest that these effects are influenced by 
individual differences in consumer knowledge. 
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HOLBROOK, Morris B. and Robert M. SCHINDLER 


(1989), Some Exploratory Findings on the Develop- 
ment of Musical Tastes (June), 119-124. 


Preferences toward popular music appear to reflect tastes ac- 
quired during late adolescence or early adulthood. In an empiri- 
cal investigation of this parsimonious inductive proposition, both 
the aggregate results (R = 0.84) and the disaggregated findings (R 
= 0.46) suggest that the development of tastes for popular music 
follows an inverted U-shaped pattern that reaches a peak in about 
the 24th year. Possible explanations include intrinsic compo- 
nents (e.g., a developmental period of maximum sensitivity anal- 
ogous to the critical periods documented in ethological studies of 
imprinting) and extrinsic components (e.g., social pressures from 
one’s peer group that reach peak intensity during 2 particular 
phase in one’s life cycle). 


HOLBROOK, Morris B. see Moore, William L. (March 
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HONG, Sung-Tai and Robert S. WYER, Jr. (1989), 


Effects of Country-of-Origin and Product-Attribute 
Information on Product Evaluation: An Informa- 
tion Processing Perspective (September), 175-187. 


Four hypotheses were raised concerning the cognitive processes 
underlying the effects of country-of-origin and specific attribute 
information on product evaluation. The country of origin not 
only had a direct influence on product evaluations, but also ap- 
peared to stimulate subjects to think more extensively about 
other product attribute information, augmenting the latter’s 
effect. Hypotheses concerning the influence of country of origin 
on the interpretation of other product information, the use of 
country of origin as a heuristic basis for judgments, and the in- 
fluence of information presentation order were less able to ac- 
count for the phenomena observed. 
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JACOBSON, Robert and Carl OBERMILLER (1990), 


The Formation of Expected Future Price: A Refer- 
ence Price for Forward-Looking Consumers 
(March), 420-432. | 


Among numerous possible reference prices, wasieind future price 
is important. A consumer’s expectation of the future price of a 
brand plays a crucial role in the decision to buy row or later. 
Failure to characterize reference price as a forward-looking con- 
cept, a common practice in the reference pricing literature, vio- 
lates premises of neoclassical economic theory and leads to ques- 
tionable modeling applications. Explicit measures of future price 
expectations were obtained and used to test various models of 
expectations formation, providing insight into the effect of ex- 
pected future price on consumers’ responses to price promotions 
and brand choice decisions. 
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Differences in Product Categorization (March), 
452-460. 


This article examines the bases children of different ages use to 
categorize products. Data from children ages 4 to i0 indicate that 
the use of perceptual attributes as a basis for categorizing products 
decreases with age, whereas the use of underlying attributes to 
categorize products increases with age. These findings provide a 
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conceptual replication of earlier findings from developmental 
psychology. Moreover, the findings suggest that younger chil- 
dren’s failure to consider underlying attributes can be traced to 
common types of processing deficits. Theoretical implications 
arising from these observations and directions for future research 
are discussed. 


JOHNSON, Michael D. (1989), The Differential Pro- 


cessing of Product Category and Noncomparable 
Choice Alternatives (December), 300-309. 


This article contrasts consumer choice processing of single prod- 
ucts from different categories (noncomparable alternatives) with 
the processing of multiple products from different categories 
(product category alternatives). It is unclear whether choosing 
among single or multiple alternatives from different product cate- 
ories will drastically affect choice processing. Theoretically, the 
processing of product categories should be more hierarchical or 
top-down, and the processing of noncomparables should be more 
constructive or bottom-up. The results reported here support the 
theoretical predictions and demonstrate the perceptual and pro- 
cessing differences between the two types of choices. 
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KELLARIS, James J. and Anthony D. COX (1989), The 


Effects of Background Music in Advertising: A Re- 
assessment (June), 113-118. 


Gorn’s (1982) pioneering article on the effects of background mu- 
sic in advertising has spurred a significant controversy and in- 
spired vigorous interest in the topic. Following the recommenda- 
tion of Allen and Madden (1985), we conducted three experi- 
ments that attempted to replicate Gorn’s results. Contrary to 
Gorn’s findings, there was no evidence that product preferences 
can be conditioned through a single exposure to appealing or un- 
appealing music. 


KIRMANI, Amna and Peter WRIGHT (1989), Money 


Talks: Perceived Advertising Expense and Expected 
Product Quality (December), 344-353. 


Does the perceived expense of a new product’s advertising cam- 
paign influence expectations about the product’s quality? This 
article conceptualizes the process by which perceived advertising 
expense acts as a cue to quality. Results from six experiments 
indicate that under some conditions, knowledge of cost-related 
campaign elements can evoke advertising expense inferences that 
influence quality predictions, and these inferences may be spon- 
taneous. 


KLEIN, David M. see Scott, Cliff et al. (March 1990) 
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LICHTENSTEIN, Donald R. and William O. BEAR- 


DEN (1989), Contextual Influences on Perceptions 
of Merchant-Supplied Reference Prices (June), 55- 
66. 


Two contextual variables that have theoretical roots in informa- 
tion processing, attribution, and social judgment theories were 
manipulated along with three levels of merchant-supplied refer- 
ence price in a 2 X 2 X 3 analysis of variance design. Results 
support the hypothesized effects of consistency and distinctive- 
ness as contextual variables that influence internal price stan- 
dards and purchase evaluations. The three price levels resulted in 
a curvilinear pattern of results for the purchase evaluation and 
source credibility dependent variables, as hypothesized. How- 
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ever, contrary to assimilation-contrast theory, the impact of the 
merchant-supplied reference price on estimates of normal and 
fair prices was monotonic. 


LOCANDER, William B. see Thompson, Craig J. et al. 
(September 1989) 


M 
MAZURSKY, David see Schul, Yaacov (March 1990) 


MCCRACKEN, Grant (1989), Who Is the Celebrity En- 
dorser? Cultural Foundations of the Endorsement 
Process (December), 310-321. 


This article offers a new approach to celebrity endorsement. Pre- 
vious explanations, especially the source credibility and source 
attractiveness models, are criticized, and an alternative meaning 
transfer model is proposed. According to this model, celebrities’ 
effectiveness as endorsers stems from the cultural meanings with 
which they are endowed. The model shows how meanings pass 
from celebrity to product and from product to consumer. The 
implications of this model for our understanding of the consumer 
society are considered. Research avenues suggested by the model 
are also discussed. 


MCGILL, Ann L. and Punam ANAND (1989), The 
Effect of Vivid Attributes on the Evaluation of Al- 
ternatives: The Role of Differential Attention and 
Cognitive Elaboration (September), 188-196. 


The differential attention model and the cognitive elaboration 
model suggest vivid information has certain properties that exert 
greater influence on attitudinal judgments than does nonvivid in- 
formation. To test these models, subjects evaluated alternatives 
described in terms of vivid and nonvivid attributes and elabo- 
rated on the material in high and low elaboration conditions. Our 
results demonstrate disproportionate influence for vivid versus 
nonvivid attributes included in the same description only in the 
high elaboration condition. Findings suggest that cognitive elabo- 
ration may be a necessary condition to produce an effect for viv- 
idness on attitudes. 


MCQUEEN, Josh see Deighton, John et al. (December 
1989) 


MENASCO, Michael B. and David J. CURRY (1989), 
Utility and Choice: An Empirical Study of Wife/ 
Husband Decision Making (June), 87-97. 


Results of an experiment manipulating the effects of cognitive 
conflict, role dominance, and persuasive messages on husband- 
wife decisions show that couples tend to choose options that are 
equitable and centered in their negotiation set, a tendency that is 
prevalent over choice occasions and bargaining conditions. Two 
mechanisms that support equity—static cooperation and dy- 
namic shifts in individual utility functions—are interpreted in 
light of these findings and those of other researchers. 


MEYERS-LEVY, Joan (1989), Priming Effects on Prod- 
uct Judgments: A Hemispheric Interpretation 
(June), 76-86. 


Research suggests that priming different hemisphere processing 
styles with particular types of tasks or stimuli can affect product 
judgment. Visual spatial or pictorial information seems to acti- 
vate the undifferentiated, holistic processing style associated with 
the right hemisphere, while linguistic or verbal information 
seems to activate the detail sensitive, differentiated processing 
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style associated with the left hemisphere. This proposition and 
the extent to which it holds for males and females are investi- 
gated. Implications of how the findings relate to program context 
effects and consumer behavior are discussed. 


MEYERS-LEVY, Joan (1989), The Influence of a Brand 


Name’s Association Set Size and Word Frequency 
on Brand Memory (September), 197-207. 


Theory that memory for brand information is enhanced by asso- 
ciations related to the brand name (because each association rep- 
resents a possible retrieval cue) is countered by other theory that 
associations may cue competing concepts and so produce inter- 
ference. The current research examines this issue in terms of the 
distinctiveness hypothesis. Results of two studies suggest that 
brand names composed of words encountered frequently in the 
language elicit nondistinctive processing, and memory for brand 
information is inversely related to the number of related associa- 
tions. However, brand names composed of low frequency words 
stimulate distinctive encoding, which may eliminate or reverse 
the former pattern of effects. 


MEYERS-LEVY, Joan and Alice M. TYBOUT (1989), 


Schema Congruity as a Basis for Product Evaluation 
(June), 39-54. 


Mandler theorized that the level of congruity between a product 
and a more general product category schema may influence the 
nature of information processing and thus product evaluations. 
Products that are moderately incongruent with their associated 
category schemas are expected to stimulate processing that leads 
to a more favorable evaluation relative to products that are either 
congruent or extremely incongruent. Data from three experi- 
ments conducted in new product contexts are consistent with 
Mandler’s hypothesis and serve as a basis for theorizing about the 
process. 


MITCHELL, Andrew A. see Berger, Ida E. (December 


1989) 


MOORE, William L. and Morris B. HOLBROOK 


(1990), Conjoint Analysis on Objects with Environ- 
mentally Correlated Attributes: The Questionable 
Importance of Representative Design (March), 
490-497. 


When studying objects with environmentally correlated attri- 
butes, the use of orthogonal arrays in conjoint analysis can pro- 
duce some highly unrealistic stimuli that might threaten a study’s 
ecological validity. The effect of such departures from realism in- 
duced by environmental correlations is examined. A series of 
three experiments compares a stimulus set that has lower than 
environmental, but still non-zero correlations, to one using an 
orthogonal array in terms of both perceived realism and predic- 
tive power. The results indicate that environmentally correlated 
attributes may pose fewer problems in practice than in theory. 


MULANI, Narendra see Dillon, William R. et al. (June 


1989) 
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O’GUINN, Thomas C. and Russell W. BELK (1989), 
Heaven on Earth: Consumption at Heritage Village, 
USA (September), 227-238. 


Heritage Village, home of the PTL ministry, is the focus for a 
study of consumer behavior involving an explicit synthesis of 
worship and shopping. The present investigation seeks to better 





understand the way these pursuits, seemingly philosophically op- 
posed, are brought together for joint consumption. Notions of 
pilgrimage and sacralization of the secular are useful constructs in 
examining this merger of religion and consumption, but a priori 
formulations must be modified to more fully explain the behavior 
of consumers at Heritage Village. 


O’GUINN, Thomas C. and Ronald J. FABER (1989), 


Compulsive Buying: A Phenomenological Explora- 
tion (September), 147-157. 


Compulsive buying is framed within the larger category of com- 
pulsive consumption, and both quantitative and qualitative data 
are used to provide a phenomenological description. Results indi- 
cate people who buy compulsively are more likely to demonstrate 
compulsivity as a personality trait, have lower self-esteem, and 
are more prone to fantasy than more normal consumers. Their 
primary motivation appears to be the psychological benefits de- 
rived from the buying process itself rather than from the posses- 
sion of purchased objects. Consequences of compulsive buying 
include extreme levels of debt, anxiety and frustration, the sub- 
jective sense of loss of control, and domestic dissension. 
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OLIVER, Richard L. and John E. SWAN (1989), Equity 


and Disconfirmation Perceptions as Influences on 
Merchant and Product Satisfaction (December), 
372-383. 


Prior work on the equity and disconfirmation determinants of 
transaction satisfaction was extended to product satisfaction. 
Based on perceptions of inputs and outcomes of buyer, dealer, 
and salesperson, two subtractive versions of the equity formula— 
absolute equity difference and equity advantage—were tested 
with fairness and preference as mediating variables. Both vari- 
ables were related only to the equity advantage formula, and dis- 
confirmation and fairness were shown to be distinct components 
of post-transaction dispositions. Moreover, product satisfaction 
was shown to be a function of product disconfirmation, com- 
plaining, and satisfaction with the dealer. The latter apparently 
mediates both fairness and salesperson satisfaction. 
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PARK, C. Whan and Daniel C. SMITH (1989), Product- 


Level Choice: A Top-Down or Bottom-Up Process? 
(December), 289-299. 


Examination of the process by which consumers form decision 
criteria and subsequently evaluate and choose product-level alter- 
natives when purchase goals are well defined indicates that deci- 
sion criteria are formulated in a goal-driven, top-down fashion 
rather than a product-driven, bottom-up fashion. Evaluation of 
alternatives follows a within-product strategy, as opposed to a 
within-attribute strategy, and is characterized by less reliance on 
price information than reported in previous research. Even with- 
out a specific goal for product decisions, the formation and utili- 
zation of decision criteria did not follow the bottom-up process. 
Alternative explanations are offered for these contrasts along with 
implications for future research on product-level decisions. 
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